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ABSTRAK 
 
Pada proses terjadinya pembelian secara online, perceived ease of 
use, perceived usefulness, trust, perceived risk, dan attitude toward 
purchasing merupakan hal yang penting dalam terbentuknya purchase 
intention di sebuah situs online. Teori TAM (Technology Acceptance Model) 
berpendapat bahwa seorang individu akan memiliki niat untuk 
menggunakan sebuah teknologi ketika teknologi tersebut mudah digunakan 
dan memiliki kegunaan bagi individu yang menggunakan. Tujuan dalam 
penelitian ini adalah untuk melihat pengaruh faktor-faktor tam, trust, 
perceived risk terhadap purchase intention melalui attitude toward 
purchasing di toko online Blibli.com. Sampel yang digunakan berjumlah 
170 orang responden yang pernah mengujungi situs Blibli.com. Data 
dikumpulkan dengan menggunakan kuesioner. Teknik analisis yang 
digunakan adalah structural equation model. Hasil penelitian ini 
menunjukkan bahwa trust berpengaruh negatif terhadap perceived risk dan 
perceived risk berpengaruh negatif terhadap attitude toward purchasing. 
Sedangkan hasil penelitian selanjutnya menunjukkan bahwa perceived ease 
of use berpengaruh positif terhadap perceived usefulness. Hasil penelitian 
ini juga menunjukkan bahwa perceived ease of use, perceived usefulness, 
trust berpengaruh positif terhadap attitude toward purchasing, dan attitude 
toward purchasing berpengaruh positif terhadap purchase intention.  
 
Kata Kunci: TAM; Trust; Perceived Risk; Attitude Toward Purchasing               
Purchase Intention. 
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ABSTRACT 
 
In the process of online purchasing, perceived ease of use, 
perceived usefulness, trust, perceived risk and attitude toward purchasing, 
are important for making online purchase intention throughout the website. 
TAM theory (Technology Acceptance Model) argues that one shall have an 
intention to use technology when the technology are getting easier and has 
advantages to one who uses it. The purpose of this research is to see the 
influence from tam factors, trust, perceived risk toward purchase intention 
through attitude toward purchasing at Blibli.com online shop. The sample 
was taken to 170 respondents who had visited Blibli.com. The data were 
collected using questionnaire method. Analysis technique use structural 
equation model. The result of this analysis shows that trust has negative 
effect toward perceived risk and perceived risk has negative effect to 
attitude toward purchasing. Meanwhile the next research's result shows that 
perceived ease of use has a positive effect toward perceived usefulness. This 
result is also shows that perceived ease of use, perceived usefulness, trust, 
have a positive effect to attitude toward purchasing, and attitude toward 
purchasing have a positive effect toward purchase intention. 
 
Keywords: TAM; Trust; Perceived Risk; Attitude Toward Purchasing; 
Purchase Intention. 
 
